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Corporate image. Copy Chasers fight ad- 
men over ‘image’ ads, Feb., p. 159. 


















Crown Zellerbach. How Crown Zellerbach 
Canada gets more from ad agency, March, 
p. 148. 


ELECTRONIC ENGINEERS MASTER-eem 
OFFERS YOU A 
POWERFUL PACKAGED SELLING PLAN 











Darby, Richard H. Agencyman looks at 
media reps, Apr., p. 60. 







vey aoe y cem is a product information system (catalog-directory plus filing system) designed 
J. I. Case airlifts dealets to showing of to save cuataeering egy ana Hy 2 your product pn at the Sagertion alt oe 
engineers and p.a.'s who make the buying decisions. Here’s why the eem package 
new equipment, Feb., p. 68. selling plan makes your sales dollar most effective. 






Knipco sets up 1,000 enthusiastic deal- 





1. eem catalog sections offer a ‘marketplace’ 






ers in three months, June, p. 122. eem is divided into 50 product sections, each. with a section number. All 
similar products are grouped in the same section. Every time an engineer 
Direct mail or p.a. makes a buying decision on the type of product you manufacture, 






: he refers to the product section containing your data to compare available 
500 customers endorse Wniversal Form makes. 






Clamp prema piece, May, p. 42. : 2. eem “Clip-File” keeps your product information perpetually up-to-date 

Zany mailers open doors for Elgin eem a pte, a regularly mailed supplement containing descriptions, 
specifications, illustrations or all new products release y manufacturers 

salesmen, June, p. 57. in the eem catalog section, ties in with eem product section numbers 






and keeps — catalog pages perpetually up-to-date. eem product 
Distributors and distribution section numbers and ‘‘Clip-File’’ provide the engineer with the first 
uniform industry-wide product information filing system. Now, for the 














Basic guide to distributer promotion, first time, an annual that is kept current throughout the year. 
sesobne : as 3. em low cost catalog printing and preparation service 
How H. M. Harper merchandises its ads a of gateiogs commricing the material re. conte > eem a 
istri available at the lowest printing prices in the industry. nswers the 
to distributors, March, p. 53, problem of low cost, short form, up-to-date catalogs. 
Norton Co. heips distributors in cost 
ets tdaed: “ The eem market readership adds many, many thousands of 
analysis, March, Ps . 56,000 copies of eem are sent to a screened PRE See makers. : 
Sola enrolls 324 ‘service’ distributors list of engineers (design, research, produc- The amazingly low cost of cataloging in eem 
seg. 
throush Jad isi I 60 tion, project) and purchasing agents. In The cost of keeping your full product story 
ga advertising, june, p. ov. addition, leading sales reps in major indus- before virtually every leading electronic 
trial areas distribute eem to their key-cus-' buyer (56,000) is approximat one cent 
Dobrin, Dr. Saxe. ‘Let's pretend’ . . a game tomers and prospects. eem monies com- per page. A single page costs $575. Multiple 
: plete coverage of all users of electronic page rates are considerably lower. 
for marketing men, June, p, 49. equipment and components, plus penetra- eem is your basic and best buy to cover 
tion - depth 3 major enone. Pod the —— ng ore oan. we 
more, because of eem’s extreme usefulness, your sales .. . uce selling costs by 
Editorial Index. July through December it is the hub of every department in which cataloging in eem. 1959 edition space reser- 
1957, Jan., p. 129, buying decisions are made. This multiple vations close December 19, 1958. 





Phote: eem in action at Narda Microwave Corp. 


ELECTRONIC ENGINEERS MASTER ¢ 60 Madison Avenue, Hempstead, New York 





Electric Hose & Rubber Co. Employes do 
care how your business is going, May, p. 
103. 























Elgin National Watch Co. Zany mailers 
open doors for salesmen, June, p. 57. 


a 
Employe relations. See Company Com- Reporting 


munications. Q . nt 
| me $ eee 
Encyclopedia of Marketing gn 
Guide to readership reports, by Rosberg, Covered from Coast-to-Coast! 





If you wish to reach the 









coal trade use 























e Jan., p. 53. Helping advertisers and editors to 

Guide to holding an open house, by communicate with words and pictures 
since 1938. Full information on request. 

Jalbert, Feb., p. 51. CHICAGO NEW YORK 
Guide to sales incentives, by Ausbeck, SICKLES Manhattan Bidg. Whitehall Bidg. 
March, p. 45. Photo-Reporting SERVICE fer over 73 years the leading 
Guide to industrial distributor promotion, 193 Maplewood Avenue * Maplewood, N. J. journal of the coal industry 
by Isaacs, Apr., p. 49. SOuth Orange 3-6355 
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The Hospital Market 


Dependable, Dynamic, 
Recession-Resistant 


These highlights underscore the vital- 
ity of the ever-growing hospital mar- 


ket: 


From 1946 to 1957, hospital admis- 
sions rose 41% more than 
22,000,000 patients were admitted by 
7,000 recognized hospitals in 1957. 


As to the future, Barron's says: 
“Hospital admissions are ex- 
pected to increase another 40°/, 
by 1965 .. . hospitals will have 
to be built at three times the 
present rate in order to keep 


up with the demand for bed 
space.” 


Hospital expenditures tripled from 
1946 to 1956 . . . from $2 billion to 
$6 billion . . . hospitals spend $16.5 
million every day. During 1958, an 
estimated $930 million will be spent 
for hospital construction, an increase 
of 48% over 1956. 


As for the future, Architectural 
Forum comments: “Population 
growth, rising health standards 
and new medical discoveries 
will add tremendously to the 
required outlays for hospitals 
and research centers . . . will 
be more than $1.6 billion in 
1967." 


HOSPITALS, Journal of the 
American Hospital Associa- 
tion, reaches the greatest 
single concentration of people 
who buy for hospitals. 


SEND FOR 
FACT SHEET, 
“THE HOSPITAL 
MARKET”, AND 
SAMPLE COPY 
OF HOSPITALS 





@HoOsPiTALs 


18 East Division Street, Chicago 10, Illinois 
Journal of the American Hospital Association 
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Guide to selling at a trade show, May 
p. 55. 


Expeat advertising. See also Foreign trade. 
Ad budgets to go up 5 to 10% for ‘58 
yan., p. 45. 
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Audiences still grow for 12-year old 
A. M. Byers Co. film, March, p. 155. 
15 films to tell you more about adver- 
tising . . Problems, June, p. 104. 

Where to get good advertising movies 
. » Problems, Apr., p. 122. 

Why Clark Equipment films its 
show exhibits, May, p. 130. 


trade 


Ford Instrument Co. How to publicize a 
secret, May, p. 40. 


Foreign trade 
Government urges overseas market for 
capital goods 
Apr., p. 96. 
Marketing in Canada today, March, p. 
134. 


Washington report 


Forecasts 
Agencyman tells how ads 
harder in ‘58, Jan., p. 43. 
Bigger budgets, bigger sales predicted 
for ‘58, Jan., p. 37. 
Business paper advertisers 


will sell 


to concen- 
trate in fewer books in ‘58, Jan., p. 44. 
' Export ad budgets to go up to 5 to 10% 
for ‘58, Jan., p. 45. 
How to hit target with your sales fore- 
casts, Feb., p. 148. 
‘Let's pretend’ . . a game of long range 
forecasting for marketing men, June, p. 
49. 


Fort Wayne Metals, How to sell without- 
salesmen, Jan., p. 46. 


General Precision Laboratories. 
show to sell closed circuit tv to industry, 
March, p. 64. 


Uses air 


Greenfield Tap & Die Corp. The Green- 
field insert story, June, p. 48. 


H. M. Harper Co. How Harper merchan- 
dises its ads to distributors, March, p. 53. 


Hays Corp. How to ‘humanize’ technical 
ads, Apr., p. 37. 


Hedgren. A. W. How H. H. Robertson Co. 
keeps sales meetings under control, Apr., 
p. 40. 


Highways: See Road building 


Hill, Robert G. Columbia-Geneva ad man- 
ager named ‘adman of the year’ . . Copy 
Chasers, Jan., p. 141. 


House organs. See company publications, 
Company Communications. 





Humor 
How British company builds Sales with 
zany ads, Apr., p. 42. 
Zany mailers open doors for Elgin sales- 
men, June, p. 57. 


IM Gallery, Jan., p. 73; Feb., p. 87; March, 
p. 83; Apr. p. 166; June, p. 66. 


Industrial Advertising Research Institute 
How to get more value from trade show 
exhibits, May, p. 64. 

How to organize and control industrial 
advertising programs, Feb., p. 45. 


Industrial Marketing 
IM competition judges praise business 

papers, May, p. 64B. 

IM honors 48 business papers for edi- 


torial excellence, June, p. 46. 


Industrial Shows. See trade shows & ex- 
hibits. 


Industrial sites. How U.S. communities 
sell themselves to industry, March, p. 37. 


Inquiries. Small ad budgets make inquiry 
system a must for Standard Instrument, 


March, p. 58. 


Inserts. The Greenfield color insert story, 
June, p, 48. 


International Society for Industrial 
Marketing 
What you should know about NIAA 
reorganization plan, May, p. 35. 
Why ISIM faces tough sledding, May, p. 
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Isaacs, S. H. Basic guide to distributor 
promotion, Apr., p. 49. 


Byron Jackson Tools. In-pack premiums 
pay off for drilling tool maker, Apr., p. 47. 


Jaeckel, A. R. Why Alco Products changed 
agencies, Apr., p. 148. 


Jalbert, Russell R. A complete guide to 
holding an open house, Feb., p. il. 


Johns-Manville. How to communiccte in 


a many-plant maze, March, p. 110 


Kaiser Aluminum & Chemical Sales. The 


perils of putting out a wall chart, March, 
p. 65. 


Kimberly-Clark Corp. Use sales promio- 
tion center to get next to customers, May, 
p. 52. 

Knipco. Sets up 1,000 enthusiastic dealers 
in three months, June, p. 122. 


Lundholm, R. G. 500 customers endorse 
Universal Form Clamp promotion piece, 
May, p. 42. 


McAloney, S. H. How Ford Instrument 
publicized a secret, May, p. 40. 


Maclean-Hunter Publishing Co. How to get 
your ad plates into Canada, March, p. 
1S1. 











Social value 
' plus 
DIRECT GAIN 
for the user 


The “Chronicles of Americana’ 
as a business tool puovide 
specific, positive means of 
action. Well tested beyond the 
theory stage, the imaginative, 
creative use of the Chronicles, 
plus all the individualizing 
features, combine social and 
community value with direct 
personal gain for the user. 

In your CONSTANT watch 
for fresh, significant ideas, 
you'll be intrigued with the 
opportunity to combine your 
own experience and_tech- 
niques with the use of this 
vehicle of intrinsic value. 


> 


J 
Send for the ten titles pub- 
lished to date, supporting ma- 
terial on their concept and 
use, results and prices. Your 
letter does it today, or phone 
us collect, CHerry 4-1377. 










a SG 

“espe Americana press 
FURS Publishers of “The Chronicles of Americana” 

mBOX 65 + MADISON 1, WISCONSIN 

















lf You're In Electronics, Communications 


Or Photographic Equipment 
Manufacture 





Electronics purchases by the military during 
1957 should reach a whopping $3.9 billion. 
Smaller producers of electronic specialty items 
will be in a stronger position this year for 
they will deal more and more directly with the 
prime contractor. Uncle Sam is issuing more 
direct contracts and is broadening his base 
of suppliers in the electronics field. 


10,000 primary defense buyers and sub-con- 
tractors need the facts about the electronics, 
communications and photographic gear you 
sell. They read SIGNAL, the official publica- 
tion of the Armed Forces Communications And 
Electronics Association. You have 12 oppor- 
tunities a year to sell them jin SIGNAL.. Get 
the low page rates and the details from: 








OFFICIAL JOURNAL OF AFCEA 


Wm. C. Copp & Associates 


72 West 45 St., New York 36, N. Y. 














Manufacturers’ agents. How to choose, 
June, p. 42. 
Marketing & market research. See also 
Trends. 
Analyzing your marketing costs, May, 
p. 37. 


Eight ways market research can help 
sales, Feb., p. 66. 

Execs. give views on ‘systems concept’ 
. . Forum, Jan., p. 104. 

How to apply research to industrial mar- 
keting, Feb., p. 58. 

How to hit target with your sales fore- 
casts, Feb., p. 148. 

How to sell management on market re- 
search, Feb., p. 151. 

Marketing in Canada today, March, p. 
134, 


Merchandising 


How to get new mileage from your 
merchandising . . Problems, March, p. 
117. 

How H. M. Harper merchandises its ads 
to distributors, March, p. 53. 

In-pack premiums pay off for Byron 
Jackson Tools, Apr., p. 47. 


Miller, Loren K. How to hit target with 
your sales forecasts, Feb., p. 148. 


Mine Safety Appliance Co. Safety sales- 
men learn safety first, March, p. 60. 


National Industrial Advertisers Assn. 
Conference to tell how to profit through 
‘innovative marketing,’ June, p. 37. 


NIAA news 
Exec. committee abandons Media Data 
File, Jan., p. 71. 
John Spurr defends magazine prefer- 
ence studies, Feb., p. 85. 
BNA, NIAA to probe 
process in Canada, March, p. 81. 
Call for sweeping NIAA reorganiza- 
tion, Apr., p. 85. 
ISIM faces tough sledding in June, 
May, p. 73. 
Robt. C. Myers heads 1958-59 NIAA 
slate, June, p. 71. 
Study shows how industrial companies 
set ad budgets, June, p. 52. 
What you should know about ISIM, 
May, p. 35. 


purchasing 


New Books for the Marketing Man. See 
Book reviews. 


New Products 
How American Photocopy put across 
unknown product, Feb., p. 48. 
Practical selling starts in a 
Phillips Chemical, Jan., p. 52. 


lab at 


Norton Co. Help indusirial distributors in 
cost analysis, March, p. 42. 


_ Open house. See plant visits. 


Operations research. Key to better man- 
agement? . . Forum, Feb., p. 129. 
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ibe 
modern 
castings 


Gets Results 


CONTACT 

Because MODERN CASTINGS 
is the official publication of the 
American Foundrymen’s Society, 
its editors are in constant contact 
with the industry’s technical re- 
search . . . divisional operations 
. . . educational projects . . . in- 
dustrial expansion programs .. . 
marketing development. MOD- 
ERN CASTINGS, therefore, is 
the “sounding board” for the lat- 
est and best in metal casting. 


FUNCTION 

“King-size” in format to insure 
important reading matter next to 
every advertisement at no extra 
cost, MODERN CASTINGS is 
“king-size” in function too — 
every issue carries the mewest 
techniques and applications . . . 
authoritative data that points the 
way to industrial progress. 
Every AFS member receives a 
copy of MODERN CASTINGS 
... over 60% of the paid circu- 
lation goes to readers’ homes. 
Every known foundry in U.S. 
and Canada receives MODERN 
CASTINGS regularly. 


RESULTS 
Studies of actual reader response 
show that MODERN. CAST- 


INGS is the major source of in- 
formation for foundrymen inter- 
ested in new equipment . . . ma- 
terials . . . supplies. 

These are only a few more 
reasons why MODERN CAST- 
sree belongs on your sched- 
ule! 








Golf & Wolf Roads, Des Plaines, Illinois 
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you needa 


Too fected, 


DESIGNER 


for effective 
trade show exhibits 


. . at least, he must be capable of 

two very distinct types of thinking. 

He must think like an artist in 
order to design the most attractive 
exhibit possible within the limits of 
space and cost. 

He must think like a salesman in 
order to create an effective exhibit — 
one which will convey your message 
to prospective customers most force- 
fully. 

Gardner Displays has successfully 
combined these two types of think- 
ing in the design and construction 
of attractive, effective exhibits for 
thousands of companies, large and 
small. 

We will appreciate an opportunity 
to discuss your exhibit problems with 
you. Just fill out and mail the 
coupon at the bottom of this column. 


PN GARDNER 


; DISPLAYS 


477 Melwood St., Pgh. 13, Pa. 
BE Detroit - Chicago - New York 
Gardner Displays - 477 Melwood St. 
Pittsburgh 13, Pa. 

Please send us... 

(CD Special Exhibitor's Check List. 

0 Drama and Action in Trade Show and 
Institutional Exhibits. 

(0 Add my name to your regular mailing list. 

DC Send list of shows and complete data on the 
following: 


Name 
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EDITORIAL INDEX.. 


continued from p. 151 


Petroleum. Brawny oil 
feeble ads 
175. 


industry spawns 


. Copy Chasers, March, p. 


Chas. Pfizer & Co. Copy chasers select 
Pfizer as 
147, 


‘company-of-the-year,’ Jan., p. 


Phillips Chemical Co. 


starts in a laboratory, Jan., p. 52. 


Practical selling 


Photography. How Sharon Steel makes 
ads stand out, Jan., p. 48. 


Plani visits 
A complete guide to 
house, Feb., p. 51. 


holding an open 


Introducing your people to your plant. 
Crouse-Hinds’ plant tour program, Feb., 
p. 118. 


Premiums. In-pack premiums pay off for 


Byron. Jackson Tools, Apr., p. 47. 


Printing plates. How to get your ad plates 


into Canada, March, p. 151. 


Problems in Industrial Marketing 
How to introduce testimonial ads, Jan., 
p. 98. 
Starting an employe publication? Feb., 
p. 114. 
How to get new mileage from your 
March, p. 117. 
Where to get good advertising movies, 
Apr., p. 122. 
How to set up orderly art 
May, p. 108. 
15 films to tell you more about adver- 


merchandising, 


work file, 


tising, June, p. 104 


Publicity 


Ford Instrument tells how to publicize 
a secret, May, p. 40. 
How .the..Rubber & 


harnessed a publicity break, Apr., p. 39. 


Asbestos Corp. 


Raytheon Manufacturing Co. What to do 
when the budget is cut, Apr., p. 45. 


Readership 
Armstrong Machine Works finds experi- 
mental ads pay off . . Copy Chasers, 
June, p. 149. 
Can one ad be both good and bad? 
26 ads scored by Ad-Gage and Starch 
. . Copy Chasers, May, p. 155. 
Complete guide to readership reports, 
Jan., p. 53. 
What the Computer-Dex method 
us about business paper ads, Apr., p. 


64. 


tells 


Recession 
Advertising in a distressed market. . 
Copy Chasers, Apr., p. 171. 
Will Congress find ways to aid small 
business . . Washington Report, March. 


p. 96B. 


Road building. Markets from highways. ,. 
today and tomorrow, Feb., p. 87. 


Road shows. See Trade shows & exhibits. 


Roberts, Charles S. How to apply research 
Feb., p. 58. 


to industrial marketing, 


H. H. Robertson Co, How to keep sales 


meetings under control, Apr., p. 40. 


Rosberg, J. Wesley. Complete guide to 


readership reports, Jan., p. 53. 


Rubber & Asbestos Corp. How to harness 
a publicity break, Apr., p. 39. 


‘Rubel, Ira. How to pay advertising agen- 


cies what they're worth, Apr., p. 144. 


Safety. Mine Safety Appliance Co. sales- 
men learn safety first, March, p. 60. 


Sales aids. Kaiser Aluminum tells perils 
of producing a wall chart, March, p. 65. 


Sales Contests. See also Sales incentives. 
top sales- 
122. 
Why some execs. do not like sales con- 
. Forum, Apr., p. 128. 


Execs. agree: contests are 


building tools . . Forum, March, p. 


tests . 
Sales forecasts. See Forecasts. 


Sales 
Complete guide to 
March, p. 45. 


incentives, see also Sales contests 


sales incentives, 


Sales meetings. How H. H. Robertson Co. 
keeps meetings under control, Apr., p. 40. 


Sales promotion. See also Sales Promo- 
tion ideas. 
How Kimberly-Clark gets next to cus- 
tomers with 


May, p. 52. 


sales promotion center, 


Sales Promotion Ideas 
Airlift 
sales meeting, Jan., p. 92. 
Easy-reading ‘history . book’ 

Feb., p. 100. 

Zany dart board makes unusual busi- 

ness gift item, March, p. 102. 

Mails samples, defies P.O. to ‘do its 

worst,’ April., p. 108. 

How to reach prospects by 

mail, May, p. 96B. 

Single book flips inio two for 


carries dealers, equipment to 
promotes 


Erie Ceramic, 


indirect 


easier 
reading, June, p. 90. 


Sales training. Mine Safety Appliance Co. 
salesmen learn safety first, March, p. 60. 


Salesmanship 
Eight ways market research can help 
sales, Feb., p. 66. 
Zany mailers open doors for Elgin sales- 
men, June, p. 57. 


Sawyer, Howard G. What the Computer- 
Dex readership method tells us about 
business paper ads, Apr., p. 64. 


Scherer, Daniel J. Solving foreign exhibit 
problems, May, p. 146. 





Selling | 

Fort Wayne Metals tells how to sell 
without salesmen, Jan., p. 46. 

How American Photocopy put across 
unknown product, Feb., p. 48. 

How to choose a manufacturers’ agent, 
June, p. 42. 

Practical selling starts in a lab at 
Phillips Chemical, Jan., p. 52. 


Sevin, Charles H. Analyzing your mar- 
keting costs, May, p. 37. 


Sharon Steel Corp. Unusual photos makes 
stand out ads, Jan., p. 48. 


Shaw, John M. How to sell management 
on market research, Feb., p. 151. 


Sola Electric Co. Enroll 324 ‘service’ dis- 
tributors through advertising, June, p. 60. 


Space buying & selling. Agencyman looks 
at media reps, Apr., p. 60. 


Spurr. John C. Eight ways market research 
can help sales, Feb., p. 66. 


Standard Instrument Corp. Small ad budg- 


et makes inquiry system a must, March, 
p. 58. 


Statistics. Is Uncle Sam juggling statistics? 
Jan., p. 88. 


Testimonials. How to produce good testi- 
monial ads . . Problems, Jan., p: 98. 


Top Management Forum 
Views on ‘system concept’ of market- 
ing, Jan., p. 104. 
Is ‘Operations Research’ key to better 
management? Feb., p. 128B. 
Agree contests are top sales-building 
tools, March, p. 122. 
Why: some execs. do not like sales 
contests, Apr., p. 128. 
See profit in sending execs. to trade 
shows, May, p. 112. 
Praise and criticize trade shows, June, 
p. 108. 


Trade associations. Weatherstrip Research 
Institute sells customers’ products and 
profits, March, p. 44. 


Trade shows & exhibits 
Allis-Chalmers presents basic guide to 
selling at a trade show, May, p. 55. 
General Precision uses air show to sell 
closed circuit tv to industry, March, p. 
64. 
IARI tells how to get more value from 
exhibits, May, p. 64. 
Industria] execs. praise and criticize 
shows . . Forum, June, p. 108. 
Industrial shows, Jan., p. 125; Feb., p. 
142; March, p. 169; Apr., p. 169; May, 
p. 153; June, p. 145. 
J. L. Case airlifts dealers to showing of 
new equipment, Feb., p. 68. 
Making competitors jealous. Beckman 
proves planning pays off, May, p. 140. 


Solving foreign exhibit problems, May, 
p. 146. 

Top management sees profit in sending 
execs. to trade shows . . Forum, May, 
p. 112. 

Why Clark Equipment films its exhibits, 
May, p. 130. 


Trends 
Electrical machinery, equipment & sup- 
plies, Jan., p. 76. 
Marine industries, Feb., p. 94. 
Metal mining, March, p. 92. 
Power industry, Apr., p. 100. 
Warehousing, motor freight come of age, 
May, p. 80. 
Cleaning/laundry industry, June, p. 78. 


Universal Form Clamp Co. 500 testimonials 
for one promotion piece, May, p. 42. 


Wall Charts. Kaiser Aluminum describes 
perils of putting out a wall chart, March, 
p. 65. 


Walsh, George. Practical selling starts 
in a lab at Phillips Chemical, Jan., p. 52. 


Washington Report 
Is Uncle Sam juggling statistics? Jan., 
p. 88. 
Ike wants more money for better fore- 
casts, Feb., p. 108. 
Will Congress find ways to aid small 
business? March, p. 96B. 
Government urges overseas markets for 
capital goods, Apr., p. 96. 
Better economic reporting to come from 
government, May, p. 92. 
Electronic industry makes problems for 
FCC, June, p. 96. 


Weatherstrip R h Institute. Sell your 
customer's product . . and profit, March, 
p. 44, 





Which Ad Attracted More Readers? Jan., 
p. 83; Feb. p. 91; March, p. 87; Apr., p. 
91; May, p. 89; June, p. 85. 


Williams, John D. What else does your 
advertising agency have to offer, Apr., p. 
141, * 


i 





Our budget this year for convention 
material figures out to a negative 
$12.08. 





Looking for 
INQUIRIES 


from 
OIL MEN ? 


Equipment 


The Magazine of PETROCHANICS 
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Account executives 
Some suggested New Year's 
tions . . problems, Dec., p. 93. 


resolu- 


Advertising 
1959 outlook for industrial advertising, 
Sept., p. 43. 
Philadelphia chapter of NIAA sells in- 
dustrial advertising to public through 
film, Oct., p. 105. 


Advertising Agencies 
‘Togetherness’ in 
. » agency's role, July, p. 65. 
Why agencymen hate some copy butch- 
ering clients, July, p. 45. 


industrial marketing 


Advertising budgets 
Ad budgets: they tell a lot about you, 
Sept., p. 54. 
Budget cutters retard recession recovery, 
Oct., p. 225. 
Company presidents 
budgets . . forum, Dec., p. 116. 
Export ad budgets will climb 10% in 
1959, Dec., p. 49. 
How industrial advertisers allocate their 
budgets . . 
tising, Dec., p. 44. 
What should you say when they want 
to cut your budget?, Nov., p. 56. 


comment on ad 


Advertising departments, see also advertis- 
ing managers. An adman’s place in in- 
dustrial marketing . . Fenwal's ad de- 
partment, Aug., p. 50. 

How to handle more callers in less 
time, Oct., p. 47. 

Sales managers can benefit from help by 
company admen, Oct., p. 61. 


Advertising managers 
How an industrial ad manager see him- 
self, and how his sales manager sees 
him, Dec., p. 51. 


Advertising volume 
Monthly business paper figures, July, 
p. 140; Aug., p. 136; Sept., p. 144; Oct., 
p. 154; Nov., p. 134; Dec., p. 118. 
®Business publications’ share of ad- 
vertising dollar moves up. Venezian's 
annual study, Sept., p. 69. 
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per cent of sales for adver- 


Agency-Client relations, see advertising 


agencies 


Aircraft & missile market 
®A look at procurement methods, Oct., 
p. 194. 
Spece vehicles 
strong and complex . . 
94. 


and aircraft market 
trends, Nov., p. 


®Alderson, Wroe. Basic guide to market 
planning, July, p. 53. 


Alexander, William J. Unusual production 
technique solves promotion problem, Sept., 
p. 50. 


Allis-Chalmers Mfg. Co. Right type of re- 
prints help salesmen sell, Sept., p. 178. 


American Steel Warehouse Association. 
How recession aided ad campaign, Nov., 
p. 208. 

Anniversaries. Why Bemis's_ centennial 
was big success, Aug., p. 144. 


Annual reports. The annual report grows 
up at last .. 
Nov., p. 121. 


Apple, Frank. How Centralab used pack- 
age redesign to sell, Nov., p. 164. 


Art directors. When should you include 
him in ad planning sessions, Dec., p. 62. 


Atkins Saw Div. Market service spurs dis- 
tributor sales, Sept., p. 168. 


Audio-visual aids, see also Business spon- 
sored materials 
New ways to present your story . . 
audio-visual roundup, Sept., p. 52. 


Awards 
How Miniature Precision Bearings makes 
pr use of awards, Oct. p. 208. 
Inside story of Pittsburgh Corning’s 
"BestSeller,’ July, p. 58. 


Barish, Morton. Thermo Electric finds di- 
rect mail gimmicks useful in promoting 
catalog, Dec., p. 124. 


company communications, 


Behr-Manning. Building a market . . with 
a trade show, Oct., p. 53. 


Bemis Bro. Bag Co. Why centennial was 
big success, Aug., p. 144. 


Bergen Hal. Making missionaries out of 
salesmen .. it's all in your form, Oct., p. 


166. 


Bibliographies. Books and publications in 
field of company communications, Aug., p. 
61. 


Biographies 
Pioneer adman, Allan Brown, tells how 
to be a success, July, p. 77. 
Steve Miranda: big man for big job 
NIAA pres.), July, p. 51. 


®Bohlen, John W. A basic guide to legal 
problems in new products, Nov., p.. 69. 


®Bonner, Michael K. How to get better 
technical publicity, Aug., p. 43. 


Boston Gear Works, Introducing new prod- 
uct in two weeks, Nov., p. 172. 


Brandt, Charles S. How to give salesmen 
positive attitude, July, p. 47. 


®Bringe, Paul J. Basic Guide to better di- 
rect mail copy, Sept., p. 63. 


Brock, K. S. An adman's place in indus- 
trial marketing, Aug., p. 50. 


Brower, Charles H. Marketing's new prod- 
uct responsibilities, Nov., p. 170. 


Brown, Allan. Pioneer adman tells how 
to be a success, July, p. 77. 


Buchen Co. Ad budget cuiters retard re- 
cession recovery, study shows, Oct., p. 
225. 


Business forecasts, see Forecasts 


Business papers 
Ad volume to hit $800 million by ‘65, 
says ABP’s Bond, July, p. 83. 
Advertising volume, July, p. 140; Aug., 
p. 136; Sept., p. 144; Oct., p. 154; Nov., 
p. 134; Dec., p. 118. 
Are special ad positions worth extra 
cost .. problems, Aug., p. 126. 
Profile of today’s business reader . . 
Conover-Mast survey, Nov., p. 201. 
®Share of advertising dollar moves up. 
Venezian's annual study, Sept., p. .6S. 
What's your ad's fate? Filed in library 
or read? Oct., p. 63. 

Business sponsored materials. What 

teachers look for, Nov., p, 183. 


Callos, George J. ‘Togetherness’ in indus- 
Continued on page 136 
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continued from p. 134 


trial Marketing. Agency's role, July, p. 
65. 


Case histories 
How Binks Co. gets new mileage from 
case histories, Oct., p. 177. 
How to get better photos to illustrate 
case histories, Oct., p. 186. 
®How Scott Paper gets the maximum 
from a case history, Nov., p. 53. 
J. I. Case finds case history too interest- 
ing . . expands it to four-page ad, Sept., 
p. 156. 
Making missionaries out of salesmen . . 
it's all in your form, Oct., p. 166. 
Making good case histories better, Oct., 


p. 182. 


J. I. Case Co. This case history was too 
interesting . . expanded to four-page ad, 
Sept., p. 156. 


Catalogs. Thermo Electric finds direct mail 
gimmicks useful in promoting catalog, Dec., 
p. 124, 


Ceco Steel Products Corp. Big company 
news hits target on schedule, July, p. 122. 


Census Bureau. New census takers use 
modern methods, Dec., p. 100. 


Century Electric Co. State park proves 
‘ideal’ for December sales meeting, Nov., 
p. 66. 


Cheesecake, see Sex in advertising 


Chemetron Corp. Picking right name for 
your company, Sept., p. 222. 


Chemical process industry. Take a look at 
the CP] . . it's a big market . . trends, 
Sept., p. 92. 


Circle Clamp Co. ‘Distributor feedback’ 
sessions answer questions, solve problems, 
Dec., p. 63. 


Clark Equipment Co. Giant private wire 
system speeds sales and service, Aug., 
p. 148. 


Company communications, see also Com- 
pany publications, Employe relations 
Big company news hits target on sched- 
ule, July, p. 122. 
How to introduce new product to em- 
ployes, Aug., p. 120. 
Good communications serve community 
too, Sept., p. 130. 
How to reduce woes of an organization 
chart, Oct., p. 139. 
The annual report grows up at last, Nov., 
p. 121. 
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1958 an uphill for company editors, Dec., 
p. 112. 


pany name chang 

Picking the right name for your com- 
pany . . National Cylinder Gas tells 
how, Sept., p. 222. 

Southern States Iron changed name 
without scaring customers, July, p. 48. 
Special gatefold insert solves promotion 
problem for Continental-Emsco, Sept., p. 
59. 





Company publications, see also Company 
communications 
®Basic guide to company communica- 
tions, Aug., p. 53. 
How does your house organ measure 
up? Aug., p. 66. 
A profile . . the modern house magazine 
editor, Oct., p. 206. 


Conoflow Corp. How company made 
money by renting its mailing list, Sept., p. 
198. 


Contests 
Kimberly-Clark landmark contest sells 
paper, spreads fun, Oct., p. 128. 
Produces new ‘product use’ ideas for 
Microbeads, Oct., p. 45. 


Continental-Emsco Co. Unusual produc- 
tion technique solves promotion problem, 
Sept., p. 50. 


Cooperative advertising. How Worthinc- 
ton merchandises its co-op ad program, 
Sept., p. 202. 


Copy, see also Copy chasers 
Exide sells three products by advertis- 
ing one, Dec., p. 140. 
High class sex . . it worked for Michaud 
Co., Sept., p. 152. 
How recession aided American Steel 
Warehouse Association ad campaign, 
Nov., p. 208. 
J. I. Case finds case history too inter- 
esting . . expands it to four-page ad, 
Sept., p. 156. 
Starch study indicates that Jones & 
Lamson’s advertising was too clever, 
Sept., p. 60. 
Sunbeam Lighting hypos regular sched- 
ule of one-page ads with periodic 
spreads, Sept., p. 103. 
Technical readers want technical in- 
formation, Readex study for Raytheon 
shows, Nov., p. 168. 
Victor Chemical's off-beat ads keep them 
interested, Nov., p. 62. 
Which ad attracted more readers? July, 
p. 107; Aug., p. 97; Sept., p. 105; Oct., 
p. 109; Nov., p. 103; Dec., p. 87. 
Why agency men hate some copy 
butchering clients, July, p. 45. 


Copy chasers 
Here's a peek at top scoring Readexed 
ads, July, p. 167. 
Do ‘company’ ads have to be dull? Aug., 
p. 169. 
What's a headline for, anyhow? Sept., 
p. 243. 
Can ‘low interests’ ads score high? Oct., 
p. 243. 
If you can't write good copy . . go home, 
Nov., p. 213. 
Top ads use dramatic illustrations for 
impact, Dec., p. 155. 


Copywriters. If you can't write good copy, 
go home . . copy chasers, Nov.,'p. 213. 


Cornejo, Oscar S. Coordinating your for- 
eign subsidiaries’ advertising, Aug., p. 46. 


Corporate advertising, see Institutional 
advertising 


Daffin Mig. Co. Trains sales reps to sell 
an ‘intangible’ weighing nine tons, Oct., 
p. 204. 


Dashnau, George. Be sure your releases 
are usable . . here’s how, Oct., p. 172. 


Dealers, see also Cooperative advertising 
Giant private wire system links dealers 
for Clark Equipment, Aug., p. 148. 


Defense contracts. Government balks at 
picking up tab for defense industry adver- 
tising, July, p. 110. 


Desmond, Phillip J. How to evaluate your 
industrial publicity efforts, Oct., p. 69. 


®Detgen, Edward J. You have to build 
markets for new products. How Owens- 
Corning does it, Nov., p. 44. 


®Dewey, George W. Big ads seldom. . 
small ads often? What's best, Sept.; p. 160. 


Diehl, Corman J. how Wyandotte sells its 


technical service  aaeees advertising, Dec., 
p. 142. 


Direct mail, see also Mailing lists 
®Basic guide to better direct mail copy, 
Sept., p. 63. 
Kimberly-Clark landmark contest sells 
paper, spreads fun, Oct., p. 128. 
The Otis Elevator campaign: $10-million 
potential DMAA award winner, Oct., 
p. 130. 
Thermo Electric finds direct mail gim- 
micks can be functional as well as ar- 
resting, Dec., p. 124. 


Direct Selling. How G-E sells half-ton prod- 
uct door to door, Nov., p. 132. 


Distributors & distribution 
‘Distributor feedback’ sessions answer 





Clamp, Dec., p. 63. 
How big is industrial distribution? Sept., GEAR 
p. 66. 
How Worthington merchandises its co-op 
ad program, Sept., p. 202. 

Market service spurs distributor sales for 
Atkins Saw, Sept., p. 168. 


SPORTS CAR. _ questions, solve problems for Circle as TO TROOPER’S 


Editorial index. January through June, 1958, 
July, p. 148. 


Employe relations, see also Company com- 
munications 
Encouragement letters boost sales, office 
morale and acquaint office staff with 
sales organization, Sept., p. 206. 
19 ways to keep employes happy and 
hard-working . . problems, July, p. 12. 


Encyclopedia of marketing 
®Guide to market planning, by Alderson, 
July, p. 53. 
®Guide to company communications, by 
Newcomb & Sammons, Aug., p. 53. 
®Guide to direct mail copy, by Bringe, 
Sept., p. 63. 
®Guide to better press releases, Oct., p. 
81. 
®Guide to legal problems in new prod- 
ucts, by Bohlen, Nov., p. 69. 


Executives 
®How to sell an idea to your boss, Sept., 
p. 57. 
Which way to top . . marketing or pro- 
duction? .. forum, Aug., p. 128. 


Like the flourishing market it 
serves, Modern Plastics is not 
Exide Industrial Div. Sells three products by | | limited) by industry boundaries. 


advertising one, Dec., p. 140. 


Ray Ewing Co. ‘See’ vs. ‘say’ ad gains eprocdan plastic matertals ‘or PAG 
readers by airing a controversy, Oct., p. |! _ them to product use. Alone of all 
220. __ industrial publications, it deliv- 
ers to these users the complete — 
False advertising. Danger lurks in false = “range of news, engineering and 
claims, Oct., p. 190. : date: tespertent to 


Farm market them all. 
Daffin Mfg. trains sales reps to sell an 2 i 
‘intangible’ weighing nine tons, Oct., p. 
204. 

Why the farm is an industrial market, 
Aug., p. 69. 


Fenwal Inc. An adman’s and ad depart- 
ment's place in industrial marketing, Aug., 
p. 50. 


Fiaherty, Joanne L. High class sex . 
worked, Sept., p. 152. 


Forecasts 
Capital expenditures heading up, Mc- 
Graw-Hill study indicates, Dec., p. 47. 
Export ad budgets will climb 10% in 
1989, Dec., p. 49. 
1959 outlook for industrial advertising, 
Sept., p. 43. 
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Sell the complete buying team 
with Croplife’s Production Edition 


Management and production 
men call the shots on what to 
buy and who to buy it from in 
the fast-changing argicultural 
chemicals field. That’s why 
Croplife has come up with this 
unique new edition published 
every fourth weck. 

It’s edited exclusively for 
production and management 
men, circulated exclusively to 
them (about 8,500, every one 
named and validated). This 
new, added circulation costs 
you nothing extra, and it gives 
your advertising deeper pene- 
tration to the complete buying 


Croplife 


the weekly newspaper of the 
agricultural chemicals industry 


The Miller Publishing Company 
2501 Wayzata Bivd., 

Minneapolis 40, 

Minnesota 

. . . business journalists 

since 1873 
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continued from p. 137 


Optimism dominates 1959 planning. IM’s 
12th annual forecast, Dec., p. 43. 

Up or down for sales? Executives answer 
for next year and future . . forum, Sept., 


p. 140. 


Foreign trade. Why U.S. exporters are miss- 
ing the boat in Latin America, Sept., p. 
216. 


Gans, Walter J., Jr. Promoting new com- 
pany name? July, p. 48. 


General Electric Co. 
GE makes 12 exhibits look like one, Dec., 
p. 60. 
Good communications serve community, 
too . . company communications, Sept., 
p. 130. 
How to sell a half-ton product door to 
door, Nov., p. 132. 


Gray, Albert Woodruff. Danger lurks in 
false sales and advertising claims, Oct., p. 
190. 


Headlines. What's a headline for, anyhow? 
Sept., p. 243. 


Heavy construction industry. What's ahead 
for engineered construction? trends, 


Aug., p. 86. 


Hilliard, Andrew M. Making good case his- 
tories better, Oct., p. 182. 


Hitchiner Mfg. Co. How to raise your sales 
rep’s sights, Oct., p. 56. 


Houlehen, R. J. Right type of reprints help 
salesmen sell, Sept., p. 178. 


House organs, see Company publications, 
Company communications. 


®ldeas. How to sell an idea to your boss, 
Sept., p. 57. 


IM gallery, Oct., p. 107. 


Industrial shows, see Trade shows & ex- 
hibits 


Inquiries 
Engineers speak up on inquiry handling 
. - problems, Nov., p. 126. 
How Narda answers 
ways in sixty seconds, Dec., p. 54. 
An inquiry handling system that works, 
Oct., p. 217. 


inquiries eight 


Inseris. Special gatefold insert solves pro- 
motion problem for Continental-Emsco, 


Sept., p. 50. 


Institutional advertising, Do ‘company’ ads 


have to be dul]? .. 
169. 


copy chasers, Aug., p. 


Instruments industry. Industry prospers . . 
trends, Oct., p. 112. 


Insulite Div., The pictoria} anatomy of a 
versatile ad photo, Oct., p. 66. 


International advertising, see also Foreign 
trade 
Coordinating your foreign subsidiaries’ 
advertising, Aug., p. 46. 
Export ad budgets will climb 10% in 
1959 forecast, Dec., p. 49. 


International Society for Industrial Market- 
ing. NIAA delegates kill ISIM at confer- 
ence, July, p. 87. 


S. C. Johnson & Son. How to introduce a 
new product to employes, Aug., p. 120. 


Jones & Lamson Machine Co. Can indus- 
trial advertising be too clever? Starch study 
indicates it can, Sept., p. 60. 


Keeler, Frederick T. What does manage- 
ment expect of marketing? Dec., p. 56. 


Kimberly-Clark Corp. Landmark contest 
sells paper, spreads fun, Oct., p. 128. 


Kirby, Fred W. G-E makes 12 exhibits look 
like one, Dec., p. 60. 


Kunkel, W. R. How Boston Gear introduced 
new product in two weeks, Nov., p. 172. 


Latin America. Why VU. S. exporters are 
missing the boat, Sept., p. 216. 


Layout, see Production & layout 


LeBlond Machine Tool Co. TV format puts 
oomph in sales meeting, Aug., p. 63. 


Legal 
®4A basic guide to legal problems in new 
products, Nov., p. 69. 
Danger lurks in false advertising and 
sales claims, Oct., p. 190. 


®Lewis, Marshall. What should you say 
when they want to cut your ad budget? 
Nov., p. 56. 


Libraries. Business papers filed in library 
or read? What's your ad's fate? Oct., p. 63. 


Lynch, Virgil A. Blueprint your new prod- 
uct publicity, Nov., p. 156. 


McGraw-Hill Publishing Co. Annual survey 
shows resurgence of U. S. business, Dec., 
p. 132. 


Mailing lists. Need money? Rent your mail- 
ing list, Sept., p. 198, 





Maloney, John P. When should you include 
art director in ad planning sessions? Dec., 
p. 62. 


Marketing director. What's it take to be a 
marketing director? July, p. 63. 


Marketing & market research, see also 
Trends 
An adman's place in industrial market- 
ing, p. 50. 
®Basic guide to market planning, July, p. 
53. 
Contest produces new ‘product use’ ideas 
for Microbeads Inc., Oct., p. 45. 
Market analysis spurs distributor sales 
for Atkins Saw, Sept., p. 168. 
Marketing research (monthly news col- 
umn), July, p. 162; Aug., p. 163; Sept., p. 
225; Oct., p. 225; Nov., p. 186; Dec., p. 
132. 

Marketing's new product responsibilities, 
Nov., p. 170. : 
‘Togetherness’ in industrial marketing . . 

agency's role, July, p. 65. 
What does management expect of mar- 
keting? Dec., p. 56. 


Mahew Supply Co. Punched card installa- 
tion speeds sales analysis, Aug., p. 154. 


Media salesmen. Working with media 
salesmen . . a new trend, Oct., p. 58. 


Merchandising. Why it takes effective 
plans for new product success. How Strom- 
berg-Carlson does it, Nov., p. 49. 


A. Michaud Co, High class sex . . it worked, 
Sept., p. 152. 


Microbeads Inc. Contest produces new 
‘product use’ ideas, Oct., p. 45. 


Miniature Precision Bearings. How to make 
pr use of awards won by company, Oct., p. 
208. 


Miranda, Steve. NIAA president: big man 
for big job, July, p. Sl. 


Narda Ultrasonics Corp. How Narda an- 
swers inquiries eight ways in sixty sec- 
onds, Dec., p. 54. 


National Cylinder Gas Co. Picking right 
name for your company, Sept., p. 222. 


National Industrial Advertisers Association 
How industrial ad manager sees him- 
self, and how his sales manager sees 
him . . N. Y. chapter study, Dec., p. 51. 
Inside story of Pittsburgh Corning’s ‘’Best- 
Seller,’ July, p. 58. 

NIAA news 
Delegates kill ISIM at conference, July, 
p. 87. 
Jensen heads ‘follow through’ commit- 
tee, Aug., p. 81. 


Follow through committee gets organ- 
ized, Sept., p. 87. 
Phila. Chapter offers film, ‘Advertising 
to Industry,’ Oct., p. 105. 
®G. Hill to chairman 1959 conference, 
Nov., p. 85. 
Problems not as bad as we think, says 
Sasso, Dec., p. 79. 
President Steve Miranda: big man for 
big job, July, p. 51. 


New Products, see also Product develop- 

ment 
®A basic guide to legal problems in new 
products, Nov., p. 69. 
Blueprint your new product publicity, 
Nov., p. 156. 
How Boston Gear introduced new prod- 
uct in two weeks, Nov., p. 172. 
How to combat new product mortality, 
Nov., p. 41. 
How S. C. Johnson introduced new prod- 
uct to employes, Aug., p. 120. 
Marketing's new product responsibilities, 
Nov., p. 170. 
Pyramid Electric’s unified ad campaign 
sells new products to diverse markets, 
Oct., p. 201. 
Why it takes effective plans & merchan- 
dising for new product success. How 
Stromberg-Carlson does it, Nov., p. 49. 
®You have to build markets for new 
products. How Owens-Corning does it, 
Nov., p. 44. 
What an editor wants in new product re- 
leases, Oct., p. 170. 


®Newcomb & Sammons. Basic guide to 
company communications, Aug., p. 53. 


Nitragin Co. $1,000 exhibit wins three ATA 
awards, July, p. 67. 


Off-beat advertising. Victor Chemical's off- 
beat ads keep them interested, Nov., p. 62. 


Ohio Valley Industrial Advertising Confer- 
ence. Marketing tips told on river cruise. 
7th annual conference, Sept., p. 178. 


Organization charts. How to reduce woes 
of an organization chart . . company com- 
munications, Oct., p. 139. 


Otis Elevator Co. DMAA award campaign 
has $10-million potential, Oct., p. 130. 


®Owens-Corning Fiberglas Corp. You have 
to build markets for new products, Nov., 
p. 44. 


Packaging. How Centralab used package 
redesign to sell, Nov., p. 164. 


Paper. Industry recovers unevenly after 
recession . . trends, Dec., p. 94. 


Pease, C. D. Ad budgets: they tell a lot 
about you, Sept., p. 54. 
Continued on page 140 





Reach a New Market 
in a Big Way! 
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1. Its warm reception by over 
30,000 farm store owners... . 
men who have found its modern 
merchandising and profit-mak- 
ing ideas a real help in setting 
their own buying, selling and 
management plans. 


Its endorsement by “‘blue chip” 
advertisers—over 50 of them— 
who are running continuing 
campaigns in Farm Store 
Merchandising. They have dis- 
covered that the farm store is 
an important outlet for their 
products .. . in many cases a 
big new market. 


= 
~ 
“< 
a 


ot ory 


' i 
nin 
' | 

4 
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published exclusively for farm 
store managers. Write: 
The Miller Publishing Company 
4, 2501 Wayzata Blvd., 
Minneapolis 40, 
Minnesota 


. . business journalists 
since 1873 
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EDITORIAL INDEX .. 


continued from p. 139 


Percentage of sales to advertising. 
Annual ad budget study list percentages, 
Dec., p. 46. 
McGraw-Hill lists per cent of sales in- 
vested in advertising, Sept., p. 225. 


Chas. Pfizer & Co. Old-time sales method 
nets new business, Aug., p. 142. 


Photography 
Here’s how to shoot and use better ad- 
vertising photographs, Dec., p. 126. 
How to get better photos to illustrate 
case histories, Oct., p. 186. 
The pictorial anatomy of a versatile ad 
photo . . Insulite Div., Oct., p. 66. 
Top ads use dramatic illustrations for im- 
pact . . copy chasers, Dec., p. 155. 


Pittsburgh Corning Corp. Inside story of the 
NIAA BestSeller winner, July, p. 158. 


Platzman, Paul M. How Narda answers in- 
quiries eight ways in sixty seconds, Dec., 
p. 54. 


Post Office. Launches program to speed 
city delivery, Oct., p. 116. 


Position. Are special ad positions worth 
extra cost . . problems, Aug., p. 126. 


George M. Prescott Co. Sales rep solves 
tough service problem, July, p. 68. 


Press relations, see Publicity 


Problems in industrial marketing 
19 ways to keep employes happy and 
working, July, p. 128. 
Are special ad positions worth cost? 
Aug., p. 126. 
Want to help end recession? Here's how, 
Sept., p. 137. 
Don't turn trade show into three-ring cir- 
cus, Oct., p. 146. 
Engineers speak up on inquiry handling, 
Nov., p. 126. 
Suggested resolutions for account execu- 
tives, Dec., p. 93. 


Product development. Programs discussed 
by company presidents . . forum, Nov., p. 
128. 


Production & Layout. Can you handle white 
space properly? Nov., p. 151. 


Public relations, see also Publicity Institu- 
tional advertising 
Good communications serve community, 
too, G-E finds, Sept., p. 130. 
How Wyandotte sells its technical serv- 
ice through advertising, Dec., p. 142. 
Meet the seven deadly sinners of joublic 
relations, Oct., p. 162. 
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PR agency, Smith & Dorian, turns boner 
into break, Sept., p. 212. 


Publicity 


®A basic guide to better press releases, 
Oct., p. 81. 

Be sure your releases are usable . 
here’s how, Oct., p. 172. 

Blueprint your new product publicity, 
Nov., p. 156. 

How Binks Co. gets new mileage from 
case histories, Oct., p. 177. 

How to evaluate your industrial publicity 
efforts, Oct., p. 69. 

How to get better photos to illustrate 
case histories, Oct., p. 186 

®How to get better technical publicity, 
Aug., p. 43. 

®PHow Scott Paper gets the maximum 
from a case history, Nov., p. 53. 

Making good case histories better, Oct., 
p. 182. 

Union Carbide’s ‘Editors’ Fact Book’ good 
idea, Sept., p. 124. 

What an editor wants in new product 
releases, Oct., p. 170. 


Purchasing. A look at procurement in the 
aircraft and missle market, Oct., p. 194. 


recession .. forum, July, p. 131. 
Want to help end the recession? Here's 
how .. problems, Sept., p. 137. 


Reynolds Aluminum Supply Co. Name 
changed without scaring customers, July, 
p. 48. 


Rome Cable Corp. How to handle more 
callers in ad department in less time, Oct., 
p. 47. 


Roth, Larry. Here’s how to shoot and use 
better advertising photographs, Dec., p. 126. 


Salaries 
A profile . . the modern house magazine 
editor, Oct., p. 206. 
®A profile of today’s industrial sales- 
man, Nov., p. 58. 


Sales analysis 
Punched cards speed sales paperwork 
for Mayhew, Aug., p. 154. 
Univac takes over tough analysis job for 
Westinghouse, Nov., p. 178. 


Sales contests, see Sales incentives 


Sales forecasts, see Forecasts 


Pyramid Electric Co. Unified ad campaign 
sells new products to diverse markets, 
Oct., p. 201. 


Raytheon Mfg. Co. Technical readers want 
technical information readership study 
shows, Nov., p. 168. 


Readership 
®Big ads seldom . . small ads often? 
What's best? Sept., p. 160. 
Can ‘low interest’ ads score high? Yes, 
says Readex man .. copy chasers, Oct., 
p. 243. 
Here's peek at top scoring Readexed ads 
. . copy chasers, July, p. 167. 
Profile of today’s business paper reader 
. . Conover-Mast study, Nov., p. 201. 
‘See’ vs, ‘say’ ad gains readers by airing 
a controversy, Oct., p. 220. 
Starch study indicates that Jones & Lam- 
son’s advertising was too clever, Sept., 
p. 60. 
Technical readers want technical infor- 
mation, Readex study for Raytheon 
shows, Nov., p. 168. 


Readex. Here’s peek at top scoring ads... 
copy chasers, July, p. 167. 


Recession 
Ad budget cutters retard recession re- 
covery, Oct., p. 225. 
Here's how recession aided ad campaign 
for American Steel Warehouse Associa- 
tion, Nov., p. 208. 
Is pump priming out of date? Nov., p. 
105. 


Seven industrial execs. tell how to beat 


Sales incentives 


Do you really need another sales in- 
centive program? Nov., p. 143. 
Encouragement letters boost office morale 
and acquaint staff with sales organiza- 
tion, Sept., p. 206. 


Sales managers 


Can benefit from help by company ad- 
men, Oct., p. 61. 

How industrial ad manager sees himself 
and how his sales manager sees him, 
Dec., p. 51. 


Sales meetings 


Century Electric finds state park ideal 
for December sales meeting, Nov., p. 66. 
TV format puts oomph in LeBlond meet- 
ing, Aug., p. 63. 


Sales promotion ideas 


Wolverine Tube woos girl mail opener, 
July, p. 114. 

Dodge dealers bait hooks to lure truck 
customers, Aug., p. 108. 

What to do when buyers lose your sam- 
ples, Sept., p. 119. 

Showcase on wheels brings product to 
far-flung customers, Oct., p. 122. 

Break time is fine, but coffee must go, 
Nov., p. 110. 

House organ contributors rewarded by 
Westinghouse, Dec., p. 106. 


Sales representatives 


Daffin Mfg. trains reps to sell an ‘in- 
tangible’ weighing nine tons, Oct., p. 
204. 





Hitchiner Mfg. tells you how to raise 
your sales rep’s sights, Oct., p. 56. 
Metal Products Sales sets up clearing- 
house for manufacturers’ agents, Oct., p. 
57. 

Prescott Co. finds simple solution to 
tough service problem, July, p. 68. 


Salesmanship 
How to give salesmen positive attitude, 
July, p. 47. 
Making missionaries out of salesmen . . 
it's all in your form, Oct., p. 166. 
Old-time sales method nets new business 
for Pfizer, Aug., p. 142. 
®A profile of today’s industrial sales- 
man, Nov., p. 58. 
Right type of reprints help salesmen sell, 
Allis-Chalmers finds, Sept., p. 178. 
Top executives comment on handling 
fringe accounts . . forum, Oct., p. 150. 


®Salesmen‘s compensation. A profile of to- 
day's industrial salesman, Nov., p. 58. 


Schools 
Constitute booming market . 
July, p. 100. 
What teachers look for in business spon- 
sored materials, Nov., p. 183. 


. trends, 


®Scott Paper Co. Getting the maximum 
from a case history, Nov., p. 53. 


Selling, see also Salesmanship 
Gummed labels replace salesman’s name 
in phone directory, Sept., p. 187. 
How GE sells half-ton product door to 
door, Nov., p. 132. 
®Trouble coming if you're not organ- 
ized for sales, Oct., p. 48. 
Twenty ways to boost sales and profits 
in ‘59, Sept., p. 48. 
Up or down for sales? Executives answer 
for next year and future . . forum, Sept., 
p. 140. 


Servicing 
Giant private wire system speeds service 
for Clark Equipment, Aug., p. 148. 
Sales representative solves tough prob- 
lem, July, p. 68. 


Sex in advertising. High class sex . . it 
worked for Michaud Co., Sept., p. 152. 


Smith & Dorian. PR agency turns boner 
into break, Sept., p. 212. 


Smith, William S. Do you really need an- 
other sales incentive program? Nov., p. 
143. 


Southern States Iron Roofing Co. Changed 
name without scaring customers, July, p. 
48. 


Space buying & selling. Working with 
Continued on page 142 
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ARMSTRONG ADVERTISING AGENCY, INC. 


INDUSTRIAL ADVERTISING AND MARKETING COUNSEL 
176 W. ADAMS ST., CHICAGO 3, ILL. 
TELEPHONE: FR 2-5927 


JOHN R. ARMSTRONG 
JOHN R. MAHON 


PHILLIP J. DESMOND 
PAUL B. MORGAN 
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If You're In Electronics, Comtmunications 
Or Photographic Equipment 


Manufacture 


Electronics purchases by the military have 
reached a v hopping $3.9 billion. Smatller 
producers of electronic specialty items are 
in a stronger position for they deal more 
and more directly with the prime contrac- 
tor. Uncle Sam is issuing more direct con- 
tracts and is broadening his base of sup- 
liers in the electronics field. 
To,000 primary defense buyers and sub- 
contractors need the facts about the elec- 
tronics, communications and hotographic 
ear you sell. They read SIGNAL, the of- 
ficial publication of the Armed Forces 
Communications and Electro a 
tion. You have 12 o rtunities a year to 
sell them in SIGNAL Get the low page 











rates and the details from: 


OFFICIAL JOURNAL OF AFCEA 


Wm. C. Copp & Associates 
72 West 45 St., New York 36, N. Y. 








To reach top 


PROFESSIONAL 
ENGINEERS 


across 


Canada 


Canadian advertisers 
prefer 


THE 
ENGINEERING 
JOURNAL 


Because-—— 

¢ The Journal provides national cover- 
age of top engineering buyers iin all 
branches of engineering. 

* Only The Journal’s editorial covers 
all phases of engineering in Canada. 

¢ The Journal is officially recognized 
by engineers in all branches of the 
profession. 

* The Journal’s Enquiry Cards provide 
leads to top prospects. 

A.B.C.—C.C.A.B. 


For details, write The Publication Manager 
THE ENGINEERING JOURNAL 


2050 Mansfield St. 
Montreal 2, Que., Canada 














Fs 
Jtiglilie carcuraror 
COMPANY 


633 Plymouth Court, Chicago 5, Ill., Dept. C-12 


CALC 
for faster selling 


Graphic Calculators quickly and 
easily solve problems connected with 
the use or selection of your product 
or service. Precision made of 

paper or plastic (but low in cost), 
they simplify even complex 
operations. For example, the model 
shown calculates weight per 1000 
pieces for any given size of 8 alloys. 


FREE SAMPLES: A note on your 
company letterhead will bring you 
sample Graphic Calculators and 
full information. 
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automation 


automation 
automation 


cou MINING 


Automation, with its 
huge investment in 
equipment, has caused 
profound changes in 
the coal industry since 
World War II. As early as 
1944, Coal Mining was 
accurately forecasting 
this trend and predicting 
the effect it would have 
on methods, equipment 
and personnel. 

Coal Mining reaches 
every important buying 
influence in the coal 
industry...the men who 
plan, specify and, above 
all, purchase your 
product. Write today 
for circulation facts 
and figures. AA-4748 
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EDITORIAL INDEX 


continued from p. 141 


media salesmen . . a new trend, Oct., p. 


58. 


Stanton, Robert W., Jr. Need money? Rent 
your mailing list, Sept., p. 198. 


Strenski, J. B. How Binks Co. gets new 
mileage from case histories, Oct., p. 177. 


Stromberg-Carlson. Why it takes effective 
plans & merchandising for new product 
success, Nov., p. 49. 


Sunbeam Lighting Co. Hypo regular sched- 
ule of one-page ads with periodic spreads, 
Sept., p. 103. 


Thermo Electric Co. Direct mail gimmicks 
can be functional as well as arresting, 
Dec., p. 124. 


Tietjen, Karl H. How to combat new prod- 
uct mortality, Nov., p. 41. 


Tirk, Richard E. Sales managers can bene- 
fit from help by company admen, Oct., p. 
61. 


Top management forum 
Executives tell how to beat recession, 
July, p. 131. 
Which way to top . . marketing or pro- 
duction? Aug., p. 128. 
Up or down for sales? Executives fore- 
cast, Sept., p. 140. 
Executives comment on handling 1. ~ge 
accounts, Oct., p. 150. 
Product development programs _ dis- 
cussed, Nov., p. 128. 
Compar . presidents discuss ad budgets, 
Dec., p. 116. 


Trade shows & exhibits 


Behr-Manning builds a market with a 
trade show., Oct., p. 53. 

Don't turn show into three-ring circus . . 
problems, Oct., p. 146. 

G-E makes 12 exhibits look like one, 
Dec., p. 60. 

Industrial shows, July, p. 161; Aug., p. 
152; Sept., p. 235; Oct., p. 229; Nov., p. 
198; Dec., p. 137. 

$1,000 exhibit wins three awards, July, p. 
67. 

Tips on tricks of exhibiting in foreign 
countries, Oct., p. 212. 


Trends 
U. S. schools constitute booming market, 
July, p. 100. 
Heavy construction industry, Aug., p. 86. 
Chemical process industry, Sept., p. 92. 
Instruments industry, Oct., p. 112. 
Space vehicles and aircraft, Nov., p. 94. 
Paper industry, Dec., p. 94. 


Typography. Can you handle white space 
properly? Nov., p. 151. 


Union Carbide Corp. Editors’ Fact Book 
brings about good press relations, Sept., 
p. 124. 


Univac. Takes over tough sales analysis 
job for Westinghouse, Nov., p. 178. 


®Venezian, Angelo. Business publications’ 
share of advertising dollar moves up., 
Sept., p. 69. 


Victor Chemical Works. Off-beat ads keep 
them interested, Nov., p. 62. 


Washington report 
U. S. Balks at picking up tab for defense 
industry ads, July, p. 110. 
U.S. economy won't hold still for Census 
Bureau, Aug., p. 102. 
Congress productive in many critical 
areas, Sept., p. 110. 
Post Office speeds up city delivery, Oct., 
p. 116. 
Is pump priming out of date? Nov., p. 
105. 
Census takers use modern methods, Dec., 
p. 100. 


Weissman, Norman. How to get better 
photos to illustrate case histories, Oct., p. 
186. 


Westinghouse Electric Corp. Univac takes 
over tough sales analysis job, Nov., p. 178. 


Which ad attracted more readers? July, p. 
107; Aug., p. 97; Sept., p. 105; Oct., p. 
109; Nov., p. 103; Dec., p. 87. 


Wood, Jordan D, Can industrial advertising 
be too clever? Sept., p. 60. 


Worthington Corp. How to merchandise a 
co-op ad program, Sept., p. 202. 


Wyandotte Chemicals. Sel] technical serv- 
ice through advertising, Dec., p. 142. @ 





CONVENTION 
QUARTERS 


face, but | never forget a badge. 














